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Abstract

This study takes the Western Hubei Miao ethnic apparel brands as the research object, and applies
the PEST analysis model to explore the macro environment and strategies of their international
communication. In the context of globalization, as a carrier of national culture, the international
communication of Miao ethnic apparel has important practical significance for enhancing China’s
soft power in culture. Research has shown that the apparel of the Western Hubei Miao ethnic people
contains three cultural values. Its cultural symbols carry national memories, its apparel patterns
reflect the character of self-improvement, and its “unity of heaven and human” concept embodies
the philosophy of ecology. Based on the PEST analysis model, this study analyzes the opportunities
and challenges of international communication of Miao apparel brands, including policy dividends
and geopolitical risks, cost pressures and consumption upgrading trends, cross-cultural cognitive
differences and technological empowerment effects. The study proposes a “four-in-one” communi-
cation strategy framework, which takes advantage of policy dividends to build bridges for apparel
culture communication, uses digital tech to achieve precise market positioning, implements sus-
tainable development missions to enhance apparel culture identity, and combines digital technolo-
gies to create an immersive apparel culture experience.
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